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Executive Summary 
 
La Ruta Moskitia (LARUMO) is an alliance of four community-owned and operated tourism destinations 

in the Rio Plátano Biosphere Reserve located in the remote region of Honduras known as ―La Moskitia‖.  

Launched in January 2006, La Ruta Moskitia has infused more than US $300,000 into local economies 

into what is one of the poorest regions of Central America. In the process, LARUMO created 250 jobs 

and at one time was supporting 1500 immediate family members in the Reserve. 

 

Yet in spite of this success, La Ruta Moskitia currently faces a number of organizational and financial 

challenges.  Due largely in part to negative impact that the 2009 Honduras constitutional crisis had on the 

country’s image and tourism industry, La Ruta Moskitia’s sales have fallen dramatically over the last two 

years.  The result of these poor sales has been the disintegration of the community enterprise groups 

managing each destination, the steady degradation of the lodging and dining infrastructure in the four 

communities, and the loss of key personnel trained in the various functional areas of tourism operations.  

 

Fortunately, a window of opportunity exists for La Ruta Moskitia to return as a strong generator of jobs 

and income for the poor indigenous communities of the La Moskitia region.  The following document 

outlines of series of basic tourism development steps that can be implemented quickly, with relatively 

little investment, and which can produce near immediate results (i.e. sales and profit) for the struggling La 

Ruta Moskitia Alliance.  These tourism development steps include: 

 

1. Improved Marketing Activities:  Implementation of a series of low-cost, high impact marketing 

activities that include updating the LARUMO website, distributing print promotion in the region, 

launching an innovative and aggressive online marketing campaign, and establishing a network 

of sales points in Honduras. 

2. Tourism Services Trainings:  Conducting a series of refresher trainings for the four LARUMO 

community enterprises that focus on the main functional areas of tourism operations, including: 

guiding, lodging services, food services, transportation, and overall operations and management 

3. Infrastructure Improvements: Investing in the improvement of LARUMO’s existing lodging and 

dining facilities, which remain structurally sound and ideally located.  LARUMO community 

members will contribute their own time and labor to work alongside hired skilled laborers who 

are also needed to complete these repairs and improvements.  

 

In addition to these proposed activities for the four existing LARUMO communities, analysis has 

revealed strong market interest and demand for the expansion of the La Ruta Moskitia Alliance to include 

additional communities south into the Nicaraguan region of La Moskitia.  Although such an expansion 

would require additional investment, it would also significantly increase the number of community 

members – particularly buzos (divers), fisherman, and women – who could directly benefit from 

sustainable tourism in the region.  

 

Finally, in the interest of identifying a funder to support the tourism development activities proposed in 

this document, complete and specific budget proposals and work plans associated with the proposed 

tourism development activities also included at the end of this report.  
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Introduction 
 
La Ruta Moskitia (LARUMO) is an alliance 

of four community-owned and operated 

tourism destinations in the Rio Plátano 

Biosphere Reserve located in the remote 

region of Honduras known as ―La Moskitia‖.  

La Ruta Moskitia offers multi-day tours 

featuring authentic cultural exchange and a 

variety of activities such as bird watching, 

jungle trekking, and crocodile spotting.  

Clients travel the rivers and lagoons of La 

Moskitia in motorized dugout canoes, and 

stay in community-owned ecolodges and 

palm-thatched cabañas.  In each LARUMO 

community ―enterprise groups‖ (see figure 1) 

were formed to help manage tourism activities 

and distribute benefits.  

 

Launched in January 2006, La Ruta Moskitia has infused more than US $300,000 into local economies 

into what is one of the poorest regions of Central America. In the process, LARUMO created 250 jobs 

and at one time was supporting 1500 immediate family members in the Reserve.  In 2007, the Alliance 

also formed the region’s first indigenous environmental conservation NGO that coordinates a number of 

unique conservation strategies that includes a conservation fund supported by 10% of all gross tour sales.  

The Alliance has received international recognition for the quality of its products, as well as its support of 

poverty alleviation and biodiversity conservation.  These accolades include the World Travel and Tourism 

Council’s Tourism for Tomorrow ―Investor in People‖ award in 2008, the Virgin Holidays Responsible 

Tourism Award “Best in Park or Protected Area‖ in 2007, and the Condé Nast Traveler’s coveted Green 

List in 2006.  In 2007, La Ruta Moskitia was also selected as one of National Geographic Adventure’s 

―Best Adventure Travel Companies on Earth‖ and has been recommended by Lonely Planet, Outside 

Magazine, as well as a number of other publications.   

 

La Ruta Moskitia: Looking Back 

According to LARUMO’s well-maintained 

monthly and annual sales reports, in 2008 

sales figures nearly topped $100,000.  But 

then in June 2009, disaster struck.  A 

political crisis was set off by the ousting of 

Manuel Zelaya as president that caused 

rioting and protests that were captured and 

communicated by international media.  

During the six months that the crisis lasted, 

tourism travel to Honduras was down by 

about 60 percent. 

 

LARUMO didn’t have a single client for 

four of the last six months of 2006, and 

ended that year with only $30,000 in sales, mostly from before the crisis (as illustrated in figure 2).  

 

Figure 1: LARUMO community enterprise group in Raista 

Figure 2: LARUMO annual sales & profit: 2006-2010.             
Source: LARUMO monthly/annual sales reports.  
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2010 was not much better for La Ruta Moskitia.  Lingering safety concerns continued to keep some 

visitors away from Honduras, and LARUMO suffered along with the rest of the tourism industry in 

Honduras, earning only $6,782 in profit in 2010.  Although LARUMO’s website and brand remain 

strong, it hasn’t distributed any print promotion (e.g. posters, brochures) in the region for nearly two years 

nor has it ever conducted any online marketing.  Both of this low-cost marketing activities are critical to 

driving potential clients to LARUMO’s website.  

 

The loss of clients and sales has had a negative ―domino‖ effect on the La Ruta Moskitia communities.  

Fewer sales have meant fewer jobs, and many of the community ―enterprise groups‖ that manage each of 

the four community destinations have disintegrated, leaving only a few active members left in each site.  

Without profits, infrastructure has fallen into disrepair. Old mattresses need to be replaced, new linens 

purchased, and leaking palm-thatched roofs need to be repaired.  Finally, many of the community 

members that were originally trained as nature guides, accountants, housekeepers, and boat drivers have 

left to find work elsewhere…leaving behind a skeleton staff made up of individuals with no training and 

limited experience in tourism.  

 

Based on interviews with LARUMO Managers and staff (included in the Annex)…one thing is nearly 

certain: their alliance will most likely not survive another year of disappointing sales without some of the 

basic marketing, training, and investment steps outlined in this strategy.  But fortunately the path to 

renewed success for La Ruta Moskitia is clearly defined, requires relatively little investment, and only 

requires the assistance and support from projects and partners like USAID-MAREA, GEF/UNDP’s Small 

Grants Program, and Solimar International who are invested in supporting this valuable example of 

community-based sustainable tourism in Central America.  In addition, a number of other potential 

funding sources exist such as ProNegocios, amongst others.  

 

La Ruta Moskitia: Looking Forward 

Even though LARUMO faces many challenges moving forward, there remains huge opportunity to 

revitalize the La Ruta Moskitia Alliance.  Tourism is returning to Honduras, with international arrivals 

steadily increasing over the last 20 months.  Demand for type of sustainable tourism offered by 

LARUMO - from active adventure to indigenous cultural exchange to eco-exploration – has never been 

stronger, and LARUMO is well positioned to recapture the local tourism market it once dominated.  

LARUMO’s infrastructure, although in need of a facelift, remains structurally sound and only requires 

small investments to improve.  LARUMO’s advantages over its competitors, from its tour products to its 

website and brand, are many.  And finally the organizations that are in the unique position to help La Ruta 

Moskitia with the challenges it faces are present and dedicated to supporting LARUMO.  

Situational SWOT Analysis 
A SWOT analysis examines the elements of four factors in determining the present state and future 

potential of a project, organization, or a destination.  This tool enables the identification of both external 

conditions and internal characteristics.  The four factors analyzed include strengths, weaknesses, 

opportunities, and threats. 

 

The SWOT analysis as applied to La Ruta Moskitia is represented in table 1 on the following page.  
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Table 1: La Ruta Moskitia SWOT Analysis  

Strengths: 

 Experiential tourists, who dominate the market, seek out 
authentic and direct interaction with cultural and 
nature…the two primary products offered by LARUMO.    

 LARUMO’s website is still good, and LARUMO’s two 
primary competitors are weak at marketing.  

 LARUMO offers the only community-owned and 
operated tour options to visit La Moskitia 

 LARUMO’s infrastructure, though in need of repairs, still 
offers the best quality and location of lodging and dining 
facilities in La Moskitia compared to competitors. 

Opportunities: 

 International tourism arrivals to Honduras 
continue to rise, particularly in tourism hubs such 
as the Bay Islands and Copan. With little time or 
investment, LARUMO can launch an online 
marketing campaign, and activity that is highly 
effective, especially for direct sales.  

 Regional travelers have shown interest in an 
overland route through La Moskitia from the North 
Coast of Honduras to Managua, Panama. 

 Additional communities, such as Mistruk, Bilwi, 
and Waspan are interested in joining LARUMO. 

 Most of LARUMO ‘s clients purchase their tours 
once in Honduras, which creates opportunity for 
“word of mouth” promotion that can quick and 
has no cost but requires quality tour products.  

Weaknesses: 

 Other than its website, LARUMO has never conducted 
any online marketing activities to promote itself.  

 Poor sales over past 18 months have disintegrated the 
LARUMO community enterprises groups, resulting in a 
lack of trained staff and low-quality customer service.  

 A lack of profit to reinvest in infrastructure 
improvements have left all of LARUMO’s dining and 
lodging facilities in desperate need of repair.   

 LARUMO has a limited sales presence, particularly 
outside of La Ceiba.   

Threats: 

 Without a near immediate increase in sales, the 
LARUMO alliance is likely to disappear in the next 
12-18 months.  

 Poor service and a lack of quality infrastructure 
can give LARUMO a bad reputation, which can also 
be quickly and widely communicated through 
online tourism forums and online reviews.  

 

The identification of these four elements permits a deeper examination of situational and internal factors 

that illuminate relationships and enable the establishment of strategies that use internal factors to address 

external ones.  This illustrates clear focal points toward which efforts and future work should be aimed.  

An example of this matrix is presented below in table 2: 

 

Table 2: SWOT Linkage Analysis Methodology 
 Opportunities Threats 

Strengths SO Strategies 
Use strengths to take advantage of Opportunities 
Guiding questions: 

 Can this strength help to take advantage of this 
opportunity? 

ST Strategies 
Use Strengths to avoid Threats 
Guiding question: 

 Can this strength help to eliminate this threat? 

Weaknesses 
 

WO Strategies 
Use Opportunities to mitigate Weaknesses 
Guiding question: 

 Can this opportunity help to address this 
weakness? 

WT Strategies 
Reduce Weaknesses and avoid Threats 
Guiding question: 

 Does addressing this weakness help mitigate this 
threat? 

 

In this analysis as shown in table 3 on the following page, the connections between conditional factors 

and characteristics are examined and given a value from 0-4 with 0 being completely unrelated and 4 

being directly linked.  This evaluation will clearly show which conditional factors can be taken advantage 

of or mitigated with internal characteristics.  Below specific connections that represent strong 

opportunities for interventions are highlighted, selections were based on strong linkages between highly 

linked rows and columns in each quadrant. 
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Table 3: SWOT Linkage Analysis for the La Ruta Moskitia Alliance 
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Strengths          

LARUMO offers products desired by 
experiential tourists, who dominate the market 

 
1 1 4 4 2  2 1 

LARUMO’s website is good, and LARUMO’s 
competitors are weak at marketing 

 
1 4 2 2 3  3 1 

LARUMO offers the only community-owned 
and operated tour options to visit La Moskitia 

 
1 2 3 3 2  2 2 

LARUMO’s infrastructure still offers the best 
quality and location of lodging and dining 
facilities 

 
1 2 2 1 3  2 4 

Weaknesses          

LARUMO has never conducted any online 
marketing activities.  

 
1 4 3 2 2  4 1 

Lack of trained staff and low-quality customer 
service.  

 
1 2 2 2 1  3 4 

Dining and lodging facilities in desperate need 
of repair.   

 
1 2 1 1 2  3 4 

LARUMO has a limited sales presence outside 
of La Ceiba.  

 
4 2 3 1 3  1 1 

 

Important linkages to highlight include: 

 

Strength-Opportunity Linkages: 

1. The demand for the natural and cultural tourism products offered by LARUMO combined with 

the demand for an overland route to Nicaragua creates big opportunities for the expansion of La 

Ruta Moskitia to include additional communities that have shown interest in joining the alliance.  

2. The power of online marketing will help to promote visitation to LARUMO’s existing website 

and will take advantage of the fact that competitors lack both a strong website and online 

marketing.   

 

Strength-Threat Linkages: 

1. The ideal locations of LARUMO’s lodging and dining facilities create strong potential; they only 

require minor investment to improve appearance and basic amenities.   

 

Weakness-Opportunity Linkages: 

1. Online marketing is highly effective, low in cost, and relatively easy to manage by LARUMO 

sales staff…and is a marketing activity that LARUMO has yet to attempt.  

2. Establishing a network of partner sales points in places like Copan and Roatan will take 

advantage of the increasing international tourism arrivals that are occurring in these destinations.     
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Weakness-Threat Linkages: 

1. Online marketing does not require a long timeline to implement (i.e. no waiting for brochures to 

be printed/distributed or print travel guides to be updated); therefore the expected results from 

online marketing can be immediate as well.  This is especially true considering the fact that 

LARUMO clients typically buy their tour while in country (i.e. without a long lead time before 

they arrive to Honduras).  All of these factors could help to produce quick sales and profit for the 

struggling LARUMO Alliance.  

2. Solimar is prepared to deliver customized, condensed tourism training workshops to the 

LARUMO communities to quickly improve their quality of services to LARUMO clients, which 

is critical to the long-term success of the Alliance and their tour products.  

3. Solimar has documented the minor investment requirements to improve LARUMO’s failing 

infrastructure, and there appears that a few potential funders exist who may be interested in 

supporting these costs.  

 

Resulting Strategy 

 

Based on the important linkages exposed by the SWOT analysis, Solimar-

USAID/MAREA proposes a three-pronged approach to address the barriers 

that LARUMO faces right now.  

 

Step 1: Improve Marketing Activities 

First and foremost, La Ruta Moskitia needs to revitalize and reinvent its 

marketing activities.  With a small investment in marketing costs 

(outlined in the marketing budget) and Solimar’s support, LARUMO can 

quickly implement a list of low-cost, high impact marketing activities that 

include updating its website, distributing print promotion in the region, 

launching an innovative and aggressive online marketing campaign (see 

figure 3), and establishing a network of sales points in Honduras.  

 

A funder needs to be identified to support the costs of these marketing 

activities, which are outlined in the ―Budget & Timeline‖ section of this 

document.  

 

Step 2: Tourism Services Refresher Trainings 

To address the training needs of the LARUMO 

communities, Solimar proposes a series of refresher trainings 

that focus on the main functional areas of the enterprises, 

including: guiding, lodging services, food services, 

transportation, and overall operations and management (see 

figure 4).   These trainings, which will be conducted by 

Solimar and the local Managers, can be condensed into one 

week per community and will focus on a ―train the trainers‖ 

approach that will empower those local tourism Managers to 

continue the trainings after the initial week with Solimar 

staff.    

 

A funder needs to be identified to support the costs of these 

trainings, which are outlined in the ―Budget & Timeline‖ section of this document.  

  

Figure 3: Online 
marketing tools 

Figure 4: Solimar-USAID/MAREA tourism 
training workshop 



 

7 

Step 3: Infrastructure Improvements 

With the funding required to make small improvements in tourism 

infrastructure, LARUMO’s communities can hire skilled laborers 

to complete those improvements as well as support those activities 

with their own time and labor as seen in figure 5.   

 

A funder needs to be identified to support the costs of these 

infrastructure improvements, which are outlined in the ―Budget & 

Timeline‖ section of this document.  

 

With all of some of these steps completed, La Ruta Moskitia can 

easily begin to see immediate results in terms of sales, revenue, 

and job creation.   LARUMO has historically sold nearly 100% of 

its tours directly through its own website, not having to rely on 

other sales partners and sales channels.  Within 30 days of 

launching its website and promotional campaign in 2006 (which 

was not nearly as comprehensive as the promotional strategy 

proposed within this document) LARUMO was averaging $5,000 

a month in sales.  This is because LARUMO’s target market segments typically buy their tours to La 

Moskitia once they arrive to Honduras, and with a marketing campaign that targets this individuals 

(combined with word-of-mouth promotion that will also begin) significantly increased sales could begin 

immediately.  

Market Analysis  

Market Analysis Method 
 

The results of the market analysis presented here were based on a number of analysis methods that were 

employed in its development.  These methods include: 

 
1. LARUMO Management Interviews 

Solimar staff conducted in person interviews with each of the following management representatives from 

LARUMO: 

 

 Elmor Wood, Executive Director 

 Claudia Ordonez, Sales Manager 

 Orcas Wood, Operations Manager 

 Meliza Bodden, Raista Manager 

 Mario Miller, Belen Manager 

 Macoy Wood, Brus Laguna Manager 

 

The results of these interviews with the LARUMO community managers help to convey the challenges 

that La Ruta Moskitia is facing in terms of sales, organizational integrity, and their desperate need for 

technical assistance in marketing, training, and infrastructure improvements.  The complete results of 

these interviews can be found in the annex of this document.  

 

2. La Ruta Moskitia Monthly, Quarterly and Annual Sales Reports 

Since its launch in 2006, La Ruta Moskitia management has maintained detailed monthly, quarterly, and 

annual sales reports that capture: 

 Client/Tour Information: For every single tour sold, LARUMO records the date of the tour, the 

type of tour, how many clients, country of origin of each client, and sales channel (direct or 

indirect) 

Figure 5: Infrastructure repair 
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 Tour Financials: In addition, for each tour LARUMO records the sales price, the cost of goods 

sold (COGS) or direct tour costs, and the resulting profit and profit margin 

 Alliance Financials:  Finally, LARUMO management records other financials such as 

administrative costs like rent, electricity, and salaries for each month of the past five years.   

 

An example of the LARUMO sales report is included in the annex of this document.  

 

3. Visitor Demand Surveys 

Solimar staff also administered nearly 200 visitor surveys in Roatan and La Ceiba in an effort to better 

define tourism demand and characteristics Honduras right now.  The survey, which is included in the 

annex of this document, analyzed: 

 Visitor demographics: Nationality, age, income level, number of travelers 

 Visitor travel patterns: Where are visitors coming from? Where are they going? What modes of 

transportation do they use?  

 Visitor spending patterns: How much do they typically spend at the site? And on what?  

 Visitor interests: What tourism products, activities, or attractions interest them?  

 Visitor willingness-to-pay: For specific tour products or for products/services in general. 

 Visitor travel planning sources: Which websites, guides, or other travel planning sources do 

they use 

 
4. Tourism Market Data Research 

Solimar staff also conducted extensive research into a number of sources for tourism market data 

internationally, regionally in Central America, and specific to Honduras. These information sources 

included: 
 International tourism data: UNWTO 

Barometer Report 

(http://mkt.unwto.org/en/barometer) 

 Regional tourism data: SITCA ―Boletin de 

Estadisticas Turisticas de Centro America 

2010‖  

 Honduras tourism data: IHT publications 

and website, Honduras travel industry 

websites 

 

Market Summary 
 

International Tourism Market Analysis 

International tourist arrivals are estimated to have 

grown by 4.5% in the first half of 2011, consolidating 

the 6.6% increase registered in 2010. Between January 

and June of this year, the total number of arrivals 

reached 440 million, 19 million more than in the same 

period of 2010 (UNWTO, 2011). The Americas (+6%) 

was slightly above the world average.  

 
These positive trends support an ongoing rebound of 

the international tourism industry that has shown 

consistent growth since the 2008 global financial 

crisis, as illustrated in figure 6.  
Figure 6: International tourism arrival trends  
Source: UNWTO, 2011 

http://mkt.unwto.org/en/barometer
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Honduras Tourism Market Analysis 

According to statistics from the Central American Tourism 

Board (SITCA), tourism in Honduras has shown a steady 

return to growth following the 2009 constitutional crisis, even 

though Honduras as a country remains one of the weakest 

tourism destinations in Central America.   

 

International arrivals to Honduras are characterized as being a 

part of one of the following two groups: 

 

 Same-Day Visitors: Visitors that do not spend at least 

one full night i n the country. This group is comprised 

primarily of business traveller and cruise ship 

passengers.  

 Overnight Visitors:  Visitors that spend at least one 

full night in the country.  The international vacation 

travelers described later in this section characterize 

this group.  

 

As illustrated in figure 7, overnight visitors dropped slightly in 

2009 and experienced a modest increase in 2010.  Preliminary 

tourism statistics for 2011 show a more significant increase in 

overnight visitors than that seen from 2009 to 2010 (SITCA, 

2011). 

 

Same day visitors increase considerably from 2009 to 2010, 

bolstered mostly by the construction of a new cruise ship port 

on Roatan that opened in 2010. According to SITCA tourism 

statistics, Honduras now tops the list of Central American 

countries with the highest arrival of cruise ships and cruise passengers with more than 800,000 cruise 

passengers in 2010 (Roatan.Honduras.com, 2011).   

 

Although a positive development for the tourism industry in Roatan, the increase in same-day cruise ship 

visitors does not represent a potential target market for La Ruta Moskitia’s products.  

 

Outside of Central American countries, visitors to Honduras are primarily arriving from North America 

(39.4%) and Europe (10.1%), as shown in the figure. On a positive note, visitors to Honduras have longer 

average stays (11.1 days) that any other Central American country, as seen in the figure. Yet those visitors 

spend less than $60/days on average, well below the regional leaders of Costa Rica ($112/day) and 

Panama ($109/day), as shown in table 4. 

 

Table 4: Central American Tourism Statistics – 2010     (Source: SITCA, 2011) 

2010 
Central 
America 

Honduras 
Costa 
Rica 

El 
Salvador 

Guatemala Belize Nicaragua Panama 

Visitor Arrivals 
(Thousands) 

7,931 896 2,100 1,150 1,219 238 1,011 1,317 

Average Daily 
Expenditure ($) 

84.1 59.7 112.2 78.5 97 n/d 48.4 109 

Average Stay in 
Country (days) 

8.4 11.1 10.9 5.8 6.2 n/d 7.5 9 

2010 Honduras Visitor 
Country of Origin 

Figure 7: Honduras tourism arrival 
trends  Source: SITCA, 2011 
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Honduras remains the country with the second fewest international arrivals in the Central America region 

(896,000 in 2010)…only Belize has fewer.  But when one compares the size and diversity of its tourist 

offering to tiny Belize, it is easy to see that Honduras is exponentially lagging behind its neighbors in 

tourism arrivals and revenues.   

 

These opportunities and challenges highlight the importance of a strong marketing strategy for La Ruta 

Moskitia to succeed.  
 

LARUMO Market Summary 

LARUMO’s 2010 sales reports help 

to reveal their current client profile, 

seen in figure 8.   

 

40% of clients were from North 

America, while 53% of their clients 

were from Europe.  Clients selected 

a diverse mix of LARUMO’s more 

affordable ―overland‖ tours (44%), 

their more expensive ―air-based‖ 

tours (37%) as well as their 

combined ―air/land‖ tour (19%).  

The air-based tours have higher 

prices and therefore higher profits, 

and should be more heavily 

promoted in the new marketing 

campaign.  In terms of tour length, 

once again there was no one clear 

favorite, although it appears as if 

clients preferred the longer tours of 

7-days (31%), 8-days (31%) and 9-

days (13%).  And again, longer 

tours mean higher prices and higher 

profits, and should be emphasized 

in the new marketing campaign.  

 

In 2010 100% of LARUMO’s tours were sold directly by the alliance to clients through the website, 

email, and phone communications.  Direct sales are highly preferred because they do not require that a 

sales commission is paid to a sales partner, but in order to increase sales volume, the new marketing 

strategy will focus in part on expanding LARUMO’s network of sales points and partners.  

Market Trends 
 

There are a number of sustainable tourism market trends that LARUMO is well positioned to take 

advantage of both within the products it offers, as well as the marketing messages it uses to reach target 

audiences.  Table 5 on the following page summarizes these market trends, as well as highlights some of 

the products and promotion that LARUMO will focus on in the new marketing strategy to take advantage 

of these trends. 

  

Figure 8: La Ruta Moskitia visitor arrival trends                                                  
Source: LARUMO Monthly Sales Reports - 2010 
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Table 5: Sustainable Tourism Market Trends                               (Source: Travel Industry Association, 2003) 
Trend Product Strategy Promotional Strategy 

Interest in experiential 
and authentic tourism: 
The UNWTO’s “2020 Vision” 
report ranks experiential 
tourism among the sectors 
expected to grow most 
quickly over the next two 
decades.  

LARUMO’s current tours immerse visitors in the 
natural and cultural world of La Moskitia, but new 
tours (such as cooking classes and community tours) 
will also be developed.  

The new marketing campaign’s 
messages focus more on the cultural 
aspects of La Moskitia and the unique 
ways in which visitors are offered a 
unique window into the lives of the 
local people.  

Desire to connect with 
nature: 
Due to increasing 
urbanization around the 
world, city dwellers 
increasingly desire to 
experience nature that they 
no longer have in their daily 
lives. 

LARUMO offers jungle tours, crocodile spotting, and 
some bird watching.  But new early morning tours 
will be developed to focus on finding wildlife, 
especially around Las Marias.  
 
In addition, a new tours will be developed that 
focus on the conservation efforts and stories of La 
Moskitia, from LARUMO’s own work to MAREA’s 
work with lobster divers and fisherman  

LARUMO’s website and print promotion 
already feature many images of wildlife. 
LARUMO’s current tagline is “Discover 
the Wild Side of Honduras”, which will 
continue to be used.  
  

Active adventure:  
Visitors, particularly younger 
market segments but 
including increasing numbers 
of older travelers, seek 
experiences that provide 
excitement, physical exertion, 
and some degree of risk-
taking. 

LARUMO offers hiking and trekking tour options and 
kayaking…but new tour itineraries will be sure to 
include at least one physical activity everyday.   
 
In addition, opportunity exists to develop a new 
tour, tentatively named “La Moskitia Challenge”, 
that will lead visitors on a safe yet exciting three-
day journey overland from La Ceiba to Managua 
through La Moskitia.   

New marketing messages and materials 
will be developed to promote the “La 
Moskitia Challenge”.  The messages will 
emphasize that the three-day overland 
route is safe and coordinate yet “off the 
beaten path” and “off the Gringo trail”.  
It will show travelers riding in boats and 
trucks to cross La Moskitia in an 
adventurous and authentic way.  

Target Market Segments 
 

1. International Young Professionals / Free and Independent Travelers (FITs) 

 

Profile: 

• Age 20-40, professionally employed but on longer vacations (2-6 weeks) that often include more than 

one country in Central America  

• 50% North American, 50% European.  Nearly half of all young professionals live in big cities.  

• Well-educated and environmentally aware travelers with an adventurous flair 

• Show a distinct preference for destinations with authentic historic sites, different cultures, and 

educational experiences 

• Most likely to be aware of travel companies’ practices to preserve the environment of destinations 

 
Table 6: International Young Professionals / Free and Independent Travelers (FITs) Marketing Strategy 

 

Target 
Market 
Segment 

Country 
of Origin 

Potential  
Products 

Key  
Motivations 
for Buying 

Key  
Messages 

Key  
Images 

Promotional 
& Marketing 
Activities 

International 
Young 
Professionals 
Free & 
Independent 
Travelers 
(FITs) 

US, 
Canada, 
Germany, 
France, 
Austria, 
Switzerland 

 Longer 
(7+day) 
tour 
itineraries 
(air, land, 
air/land) 

 Culture 

 Active 
Adventure 

 Authenticity 

 “Authentic 
cultural 
exchange” 

 “Primary 
rainforest full of 
wildlife” 

 Cultural 
ceremony 

 Traditional dress 

 Group of 
tourists hiking in 
rainforest 

 Website 

 Online 
marketing 

 Update 
guidebooks 

 Posters 

 Brochures 



 

12 

2. International/Domestic Scientific, Academic, Volunteer and Educational (SAVE) Travel Groups 

 

Profile: 

• 50% North American, 20% Honduran, 15% European, 15% Central American 

• Individuals or groups that travel with the intention of participating in experiential learning activities 

leading to credit for formal degree programs or courses offered by higher education institutions; for 

example, field studies in anthropology, archaeology, languages, conservation biology and others. 

• Individuals or groups that travel with the intention to participate in specific activities that will 

contribute to the betterment of society. These could be travelers associated with the growing number 

of organizations supporting volunteer programs or independent travelers. 

• Individuals or groups that travel to enhance their knowledge, for personal gratification rather than 

academic credit. This type of educational experiences could include learning a language or acquiring 

another skill in traditional dances, handicrafts, orienteering, etc. 

 

Table 7: SAVE Travel Groups Marketing Strategy 

 

 

3. Niche International Tour Operators, Wholesalers, and Distributers 

 

Profile: 

• 60% North American, 20% European, 20% Central American 

• Outbound (international) tour operators and wholesalers who offer niche travel experiences 

(sustainable tourism, nature tourism, cultural tourism, community tourism).  

•  International tour operators who may have a existing Central America multi-week itinerary, and are 

interested and will to add La Moskitia as an extension trip to that existing itinerary 

 

Table 8: Niche International Tour Operator, Wholesale, and Distributer Marketing Strategy 

Target 
Market 
Segment 

Country 
of Origin 

Potential  
Products 

Key  
Motivations 
for Buying 

Key  
Messages 

Key  
Images 

Promotional & 
Marketing Activities 

Internatio
nal & 
Domestic 
SAVE 
Travel 
Groups 

US, 
Canada, 
Honduras, 
Europe, El 
Salvador 

 Learning-
oriented 
tours 
that 
focus on 
natural 
and/or 
cultural 
themes 

 Interpretati
on & 
learning 

 Culture 

 Nature 

 Safety 

 “Affordable group 
rates” 

 “Professor /leader 
is free with groups 
of 10 or more”  

 “Four unique 
indigenous groups” 

 “Largest rainforest 
in Central 
America” 

 Visiting 
professor 
leading a 
group of 
university 
students 

 Students 
collecting 
data 

 Direct mailing 
(promoting SAVE tour 
itineraries) to 
international and 
domestic university 
departments 

 Follow up sales 
calls/emails 

 Website 

 Online marketing 

Target 
Market 
Segment 

Company / 
Website 

Potential  
Products 

Key  
Motivations 
for Buying 

Key  
Messages 

Key  
Images 

Promotional 
& Marketing 
Activities 

Niche 
International 
Tour 
Operators 
and 
Wholesalers 

responsible 
travel.com, 
GAP 
Adventures, 
Journey 
Latin 
America  

 Shorter 2 to 
4-day 
“extension” 
tours 

 Longer 7 to 9-
day 
“destination” 
tours 

 Quality 

 Commissio
n 

 Professiona
l-ism 

 “Five years of 
professional 
operations” 

 “We offer 20% 
commissions on 
all tours” 

 “Trip leaders free 
with groups of 10 
or more” 

 Smiling staff 
in 
professional 
uniforms 

 Photos that 
show tour 
elements 

 Sell sheets 

 Trade shows 

 Print/digital 
tour catalogs 
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Competition Analysis  
 

Table 9: La Ruta Moskitia Competition Analysis 

Competitor Products Strengths Weaknesses 
LARUMO 

Competitive 
Advantages 

La Moskitia 
Ecoaventuras – 
La Ceiba 

• Moskitia Tour by Air 
5-Day – 2-3 pers. $994, 
4-6 pers. $627, 7+ 
pers. $597 
• Moskitia Tour by 
Ground 5-Day – 2-3 
pers. $240, 4-6 pers. 
$210, 7+ pers. $198 

 20+ years in 
business 

 New website 

 Owner is 
excellent guide 

 Good reviews 
in guide books 

 Company does little to no 
marketing (not online, no 
print promotion) 

 “Local” guides not trained 
well 

 Ground tour = cheap and 
budget…low quality food, 
lodging, transport 

 Better website 

 New online 
marketing 
campaign 

 Regional print 
promotion 
campaign 

Turtle Tours – La 
Ceiba 

• Jungle Adventure (by 
air) 5 days/4 nights – 2 
pers. $940, 3 pers. 
$825, 4-8 pers. $770 
 

 German-
speaking 
guides 

 Decent website 

 High prices 

 No online or print marketing 
activities 

 Poor brand/image 

 Limited information in guide 
books 

 Better prices 

 More updated 
information on 
website 

 Better guide book 
endorsements 

Marketing Strategy 

Overview of Current La Ruta Moskitia Marketing Activities 
 
Brand 

During its initial formation in 2006, a considerable amount of work went 

into developing a strong brand (name, logo, and tagline) for the La Ruta 

Moskitia alliance, as seen in figure 9.  That brand has become quite 

recognizable over the last five years, and continues to effectively represent 

the alliance and their tourism products.  

No changes will be made to the LARUMO 

brand.  

 
Website 

La Ruta Moskitia maintains its award-

winning website (see figure 10): 

www.larutamoskitia.com.  The website 

continues to be an effective marketing tool 

for LARUMO’s tours, and is the single 

most important promotional mechanism 

for the alliance.   Although some of the 

website content (e.g. tour descriptions, 

prices, etc.) will need to be updated as a 

part of the new proposed marketing 

strategy, the overall website design and 

structure will not change.  

  

Figure 9: Current LARUMO Brand 

Figure 10: Screen shot of current LARUMO website 

http://www.larutamoskitia.com/
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Sales Representative 

La Ruta Moskitia is represented by a single salesperson, Claudia Ordoñez, in La Ceiba.  Claudia, who has 

a university degree and is bilingual in English and Spanish, is an effective communicator and sales 

representative for LARUMO.  She is responsive and helpful with clients.  With that said, if the proposed 

marketing strategy is implemented, it will require that she takes on some additional sales and marketing 

responsibilities such as distributing print promotion (e.g. posters, bookmarks) in the region as well as 

working with other sales partners such as hotels and tour operators.   

Overview of Proposed La Ruta Moskitia Marketing Activities 
 

Based on the market analysis research and the information and results it provided, the following section 

outlines La Ruta Moskitia’s proposed marketing strategy which is organized into the ―4Ps‖ that include 

products, pricing, placement, and promotion.   

Product 
 

No matter how effective a marketing campaign may be, a tourism enterprise’s products must first and 

foremost meet the expectations and demands of international clientele.  Therefore, the following steps are 

recommended to ensure that LARUMO’s tours are ready to be marketed.  

 

Phase I: Improve Existing Products 

As stated earlier, Solimar proposes a series of refresher trainings for the existing LARUMO communities 

that will focus on the main functional areas of the enterprises, including: guiding, lodging services, food 

services, transportation, and overall operations and management. The costs of these trainings are included 

in the Budget and Timeline.   

 

Basic infrastructure improvements must be made as well, as outlined in the Budget and Timeline section.  

 

Phase II: Develop New Products / La Ruta Moskitia Expansion into Nicaragua 

If funding existed for the expansion 

of La Ruta Moskitia to include 

additional communities in the region, 

a logical place to start would be to 

include the Garifuna community of 

Plaplaya in the Rio Plátano 

Biosphere Reserve.  GEF/UNDP’s 

Small Grants Program recently 

supported the construction of tourist 

lodging in the community, which 

also manages a sea turtle 

conservation project.  The turtle 

project, in addition to the vibrant 

Garifuna culture, would make 

Plaplaya an ideal addition to the 

LARUMO alliance.  

 

Market analysis research has also 

revealed that great opportunity exists 

to extend the La Ruta Moskitia 

alliance south from the Rio Plátano 

Biosphere Reserve to also include 

Figure 11: Proposed LARUMO expansion/overland route into 
Nicaragua 
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communities near Puerto Lempira/Mistruk, the community of Waspan on the Honduras/Nicaragua border, 

and community tourism projects near Puerto Cabezas/Bilwi in Nicaragua (see figure 11).   

 

Regional travelers in Central America are looking for an option to get from the North Coast of Honduras 

to Nicaragua without backtracking by bus through Tegucigalpa. “The Moskitia Challenge” would be an 

adventurous new 3-5 day travel route through La Moskitia, incorporating 3-5 new community 

destinations into La Ruta Moskitia.  Sales and operations centers could be established on the northern end 

(La Ceiba) and southern end (Granada, Nicaragua) to help promote this route.  

  

Solimar consultants completed this overland journey in February 2011 and found the trip to be scenic and 

enjoyable, in addition to safe and logistically feasible.  Opening up this alternative north-south travel 

corridor could result in significant increased sales for the expanded LARUMO alliance, resulting in 

additional jobs and revenue for increase coastal communities throughout the La Moskitia region.  

Pricing 
 

Pricing for LARUMO’s cheaper ―overland‖ tours average approximately $75/day per person, while the 

more expensive ―air-based‖ tours average approximately $125/day per person.  These prices appear to 

remain both competitive compared to other tour operators in the region, as well as produce reasonable 

profit margins (20-30%) for the community tourism enterprises.  Tour costs and prices will need to be 

verified and updated if necessary, but no major changes are anticipated.  

Placement (Distribution) 
 

Placement (i.e. distribution channels) refers to the places or channels through which a potential client 

might purchase LARUMO’s tourism product or service. Channels come in two main categories, direct 

and indirect sales channels. 

 

1. Direct sale — when a tour product or service is sold to the client by 

the same enterprise providing the product or service.  

2. Indirect sale — when an intermediary, such as a tour operator, travel 

agent, or hotel, sells a tour product or service to the client. 

 

Direct Sales: 

LARUMO has traditionally relied heavily on direct sales through its Sales 

Manager who is located in La Ceiba.  The Sales Manager is responsible 

for responding to email/phone inquiries from potential clients, meeting 

with potential clients in La Ceiba, and meeting confirmed clients in La 

Ceiba for pre-trip ―briefings‖ in which a review of their itinerary, packing 

list, and other trip logistics will be review with them prior to their 

departure.  

 

Indirect Sales: 

The LARUMO Alliance will target two new indirect sales channels as a 

part of the new marketing strategy: establishing a network of sales points 

in Honduras, and partnering with niche international tour operators, 

wholesalers, and distributors.  

 

LARUMO Sales Network:  LARUMO will partner with an existing 

tourism business (e.g. tour operator, hotel, etc.) in three popular tourism 

destinations in Honduras in order to increase the promotion and sale of 

Figure 12: LARUMO sales 
point signage 
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LARUMO tours in those important destionations, which includes: Copan, Utila, and Roatan. These 

LARUMO ―sales points‖ will post large LARUMO ―sandwich‖ boards (see figure 12) in front of their 

locations and offer product catalogs, posters and promotional bookmarks to attract LARUMO clientele in 

their specific destination/city.  Sales outlet representatives will recevie a 10% commission for all tour 

sales and will communicate all sales/reservations to LARUMO’s primary Sales Manager, who will give 

the outlet’s clients the standard trip briefing before their departue from La Ceiba.  

 

International Niche Tour Operators, Wholesalers, and Distributors:  LARUMO will partner with existing 

international niche tour operators, wholesalers, and distributors working in the reg ion who may be 

interest additing a La Ruta Moskitia tour as an ―extension‖ or replacement to an existing tour itinerary.  

Promotion 
 

Website Updates 

The website www.larutamoskitia.com will be 

updated with new content such as tour descriptions 

and prices.  In addition, the updated website will 

better reflect the international tourism awards (see 

figure 13) that LARUMO has won over the last five 

years, which help to convey credibility and quality to 

potential clients.   

 

In addition, a Spanish-language version of the 

website would be developed to help promote La Ruta Moskitia with Honduran target markets, particularly 

university groups.  

 

  

Figure 13: LARUMO's international tourism awards 
for quality and sustainability 

http://www.larutamoskitia.com/
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Online and Social Media Marketing Campaign  
Possibly the most critical new marketing activity that is a part of the proposed 

marketing strategy will be the development and implementation of an online 

and social media marketing strategy.  2007 was the first year in which more 

travel – 51% -- was purchased online than offline in the United States. The 

majority (66%) of U.S. leisure travelers exclusively use the Internet when 

planning a vacation. The importance of effective websites, online marketing, 

online media (videos, photos, blogs) and social networking sites like 

Facebook and TripAdvisor are all signs of this shift (see figure 14).  

 

The advantage of online and social media marketing campaigns is that 

they’re not only effective and immediate, but also extremely low-cost when 

compared to traditional print marketing strategies.   

 

In the first three months of the proposed LARUMO marketing strategy, 

Solimar will: 

 

1. Create a database of international, niche and SAVE (Scientific, Academic, 

Volunteer, and Educational) tour operators that LARUMO can contact to 

promote its members.  

2. Create a database of travel guidebooks that feature Honduras and 

LARUMO.  

3. Contact travel guidebooks and requested information for the dates and 

process of submitting new information for their next editions, including: 

4. Contact travel websites and print travel publications to promote LARUMO 

and to encourage those media partners to write stories about LARUMO 

tours and communities.  

5. Develop LARUMO Facebook and Twitter pages to help push information 

out to past and potential clients through these very popular social 

networking sites.  

6. Draft a press release for a LARUMO press bulletin to go out to past 

clients, travel industry, etc.  

7. Added metadata information to the La Ruta Moskitia website which will 

help in search engine optimization (SEO).  

8. Created a website to track and monitor all Solimar marketing activities 

related to LARUMO.   

 

  Figure 14: Online and social media 
marketing opportunities 
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Print Promotion 

Due to the fact that many of 

LARUMO’s clients don’t 

book their tours with the 

alliance until they’ve arrived 

in Honduras, the distribution 

eye-catching print promotion 

that captures people’s 

attention and directs them to 

the LARUMO website will be 

very important.  Specifically, 

a 10‖ x 14‖ poster (see 

example) will be printed and 

distributed as a part of the 

new proposed marketing 

campaign.  The design 

already exists, may require 

some minor updating, and a 

printer in Tegucigalpa offers 

very low competitive rates for 

the posters. The poster will be 

displayed at a variety of 

locations including tour 

operators, hotels, dive shops, 

and travel agencies, can even 

be printed in both English and 

Spanish.   

 
  Figure 15: Examples of potential print promotion 
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Budgets 
 
The following budgets attempt to present the specific implementation costs of the various phases of the 

La Ruta Moskitia marketing and product development strategy described in this document.   

Marketing Budget 
 
La Ruta Moskitia: Marketing Costs 
The following budget reflects the costs of the basic marketing activities described in this document. 

 

Item Units Unit Cost Costs 

Website Development 1 $3,000 $3,000 

Website Design 10 $200 $2,000 

Sales Point/Partner Signage 5 $50 $250 

Poster Design 1 $500 $500 

Poster Production 2000 $0.25 $500 

Brochure Design 1 $500 $500 

Brochure Production 4000 $0.10 $400 

FAM/promo Trips (tour operators) 5 $300 $1,500 

Sales Catalogs 50 $10 $500 

Sales Travel (promo distribution) 15 $100 $1,500 

Promotional Hats 100 $8 $800 

Promotional T-Shirts 200 $5 $1,000 

  TOTAL Costs  $12,450 
 

Training Budget 
 
La Ruta Moskitia: Training Costs 
The following budget reflects the costs of providing a ten-day training to each of the four existing 

LARUMO communities in tourism services including operations and management, nature guiding, 

lodging services, food services, and transportation.  

       

Item Units Unit Cost Costs 

Travel: Solimar Trainer (La Ceiba to La Moskitia) 4 $500 $2,000 

Food/Lodging in La Moskitia: Solimar Trainer 40 $50 $2,000 

Workshop/Training Materials 4 $250 $1,000 

Solimar Trainer (salary) 40 $75 $3,000 

  TOTAL Costs  $8,000 
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Infrastructure Improvement Budget – Current Sites 
 

La Ruta Moskitia: Infrastructure Improvement Costs 
The following budget includes the materials costs to make the basic improvement required to improve 

the lodging and dining infrastructure in the four existing LARUMO community destinations.   
  

Item Units Unit Cost Costs 

Brus Laguna/Yamari: palm roofs, wood, beds, mosquito screens, 
plumbing + transportation costs 1 $4,500 $4,500 

Belen: palm roofs, foot bridge, bathrooms/plumbing, water tank 
+ transportation costs 1 $5,000 $5,000 

Raista: palm roofs, bathroom/plumbing + transportation costs 1 $2,500 $2,500 

Las Marias: mattresses, radios, kitchen equipment + 
transportation costs 1 $2,000 $2,000 

  TOTAL Costs  $14,000 

 
La Ruta Moskitia Alliance Expansion Budget 
 
La Ruta Moskitia: Expansion Costs 

The following budget includes the training plus the materials costs to expand the LARUMO Alliance to 

include four additional communities, thus doubling the number of people benefitting from sustainable 

tourism in the La Moskitia region.  This budget also includes the basic costs required to establish a 

LARUMO sales office in Grenada, Nicaragua…that would support sales to clients traveling south to 

north.  

 
    

Item Units Unit Cost Costs 

PLAPLAYA       

Training Costs 1 $2,500 $2,500 

Infrastructure Costs 1 $1,000 $2,000 

MISTRUK       

Training Costs 1 $3,000 $3,000 

Infrastructure Costs 1 $2,000 $3,000 

WASPAN       

Training Costs 1 $2,000 $2,000 

Infrastructure Costs 1 $1,000 $2,000 

PUERTO CABEZAS       

Training Costs 1 $3,500 $3,500 

Infrastructure Costs   TBD TBD 

GRENADA, NICARAGUA SALES OFFICE       

Training Costs 1 $4,000 $4,000 

Marketing Costs 1 $3,000 $3,000 

  TOTAL Costs  $25,000 
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Timeline 

La Ruta Moskitia: TIMELINE of ACTIVITIES                     

Activity Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct 

MARKETING ACTIVITIES                         

Develop new content for website X X                     

Update tour costs and prices   X X                   
Update website with new content, 
prices, etc.    X X X                 

Print promotion design/production   X                     

Print promotion distribution     X                   

Design & print new sales catalogs     X                   
Design & produce sales points 
signage     X                   
Establish 3 new LARUMO sales 
points (Copan, Utila, Roatan)       X X               
FAM/promo trips with tour 
operators         X X             

                          

TRAINING                         

Design tourism training workshops X X                     
Prepare all tourism training 
materials   X                     
Conduct tourism training: Brus 
Laguna   X                     

Conduct tourism training: Belen     X                   

Conduct tourism training: Raista     X                   
Conduct tourism training: Las 
Marias       X                 

                          

LA RUTA MOSKITIA EXPANSION                         
Finalize new tour products with 
new sites             X           

Conduct tourism training: Plaplaya               X         

Conduct tourism training: Mistruk                 X       

Conduct tourism training: Waspan                   X     

Conduct sales training: Grenada                     X   
Update marketing materials with 
new sites                     X X 
Launch expanded La Ruta Moskitia 
tours                       X 
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Five-Year Financial Projections 
 

Scenario I – No Support from USAID-MAREA/PPD/Solimar 

In this first scenario, no marketing, training, or infrastructure improvement support is provided to the La 

Ruta Moskitia communities, with the alliance projected to stop operations/sales in 2013.  

 
  
Scenario II – Support from MAREA/PPD/Solimar to Four Existing LARUMO Communities 

In this second scenario marketing, training, and infrastructure improvement support is provided to the 

four existing La Ruta Moskitia communities, resulting in increased sales over the next five years.  

 
 

Scenario III –Support from MAREA/PPD/Solimar to Expand LARUMO  

In this third scenario marketing, training, or infrastructure improvement support is provided to an 

expanded La Ruta Moskitia that includes at least eight communities resulting in much higher sales over 

the next five years.   
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Annex 
 

LARUMO Member Economic Profile – 2011 Results 

LARUMO Member Survey Results 

2011 Honduras Visitors Survey 

LARUMO Sample Sales report 

 
 
 
 
 
LARUMO Member Economic Profile – 2011 Results 
 

 

Brus Laguna Belen Raista Las Marias TOTAL 
Total number of people receiving income from LARUMO in the last 12 months (either part time or full time) 

11 9 18 80 118 

Number of those total people who are buzos (or family members of buzos) 

2 5 5 5 17 

Number of those total people who are fishermen (or family members of fishermen) 

7 5 5 0 17 

Number of those total people who are women 

5 7 13 20 43 

Average annual income of person receiving income from LARUMO 

10,000 Lempiras 10,000 Lempiras 10,000 Lempiras 10,000 Lempiras 10,000 Lempiras 
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2011 Honduras Visitor Survey 
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